Abstract. The article presents the directions of the development of food consumption in Poland in view of the changes occurring in the EU. The aim of this paper is to identify the relationship between the level of economic development of a country and the consumers' standard of living. The starting point of the discussion is an interdisciplinary presentation of the current development of the theory of consumption. Next, the changes in food consumption in Poland are presented against the background of general European trends in 2009-2015.
Introduction
The success of Poland in the EU is being undeniably demonstrated by its position among the European Union leaders. It is reflected by the high level of economic growth, which reached 3.3 % of GDP, with the European average of 1.3 %. What is more, Poland is the only EU country which has shown no signs of recession since 2003. Clearly, the success of Poland mostly results from the use of European funds.
Regarding the changes in food consumption associated with the socio-economic development, the accompanying increase in consumers' income leads, on the one hand, to a relative decrease of the share of expenditure on food in the total expenditure structure (Engel's law), but on the other hand, to changes in the level and structure of food consumption. One could venture that the segment of buyers of high quality food produced with ecological methods is becoming increasingly important in the food market in Poland.
The verification of Engel's law is of interest to many scientists, which has been reflected in numerous Polish and foreign studies (Zielinska, 1978 The chief aim of this paper is to identify the relationship between the level of economic development of a country and the consumers' standard of living.
Research results and discussion 1. The current knowledge of consumption science
Consumption is an interdisciplinary subject. Many other fields, such as economy, sociology, psychology, and management contribute to it. The theory of consumption and its interpretation are also firmly anchored in marketing management. We shall include here both the objective and subjective approaches within the established market relations and their implementation using marketing instruments. In practice, various approaches to analysing consumption reveal its interdisciplinarity, which is illustrated by the analysis of the economic and sociological approaches in particular, leading to defining consumption as a socio-economic category (Bylok 2013 ). The treatment of consumption in the field of economy is grounded in the needs and the hierarchy and methods of their realisation (Maslow, 1990) . From the perspective of the discussed economic context, the methods of fulfilment of consumption needs are also important. With regard to the mechanisms of market economy, there is no doubt that the realisation of needs takes place mostly through goods and services purchased through market exchange. It is reflected in the definition suggested by Bywalec & Rudnicki, who demonstrated that "consumption is an act of fulfilling human needs through the use of material goods and services" (Bywalec, Rudnicki, 2002) . The deliberation on this topic leads to the conclusion that the process of consumption is deeply rooted in culture and society. A broad reference to such an approach to consumption can be found in Szczepanski, who stresses the "(…) definition of consumption as a process of social reproduction and a sphere of social cooperation, comprising (…) conditions of social life: working conditions, standard of living of the community, consumption fund" (Szczepanski, 1981) . Whereas in the sociological approach to consumption it is the social nature of human needs which is underlined.
What we mean are the higher order needs, which appear as the society grows. The emergence and development of these needs are particularly affected by the social environment and the used forms and means of communication. The group of countries with relatively highest growth rates, above 3 %, included the following states: Ireland, Hungary, Luxembourg, Malta, and the United Kingdom. Conversely, a relatively small GDP growth rate in 2014 compared to 2013, namely below 2 %, was observed in Belgium, Denmark, Germany, Greece, Spain, and the Netherlands. Finland, Italy, Cyprus, and Croatia, however, failed to reverse the downward trend.
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The GDP growth rate in Poland corresponds to its position in Europe (among the developing countries). It is necessary to point out the wide range of Actual Individual Consumption (AIC) and Gross Domestic Product (GDP) levels across the EU countries, which differ from the EU average between 53 % and 132 % ( Table 1) . The relatively highest rates were achieved by Luxembourg, Germany, Austria, the UK, Denmark, Finland, and Italy (32-20 % above the average for the EU). Whereas the relatively lowest rates belonged to Estonia, Latvia, Romania, and Hungary, 30-40 % below the EU average. Poland ranked in the group of countries (the Czech Republic, Greece, Slovakia, Slovenia, Poland) with the rates from 20 % to 25 % below the EU average ( Table 1 ).
The effects accompanying the increased economic growth rate in Poland result from the integration with the European Union. The Polish accession to the EU enabled the development and modernisation of the economy due to increased investment size, new technologies, facilitated access to the markets of other member states, greater scale and specialisation of production,
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Jelgava In the light of the data compiled in Table 2 Significantly lower values were reported for highly developed countries, where this share remained relatively small, at the same time being highly diversified depending on the studied country. As stated previously, it is associated with the levels of economic development and citizens' wealth. It can be assumed that the increase in the expenditure on consumer goods and services in Poland was moderate compared to the remaining EU countries.
The prices of consumer goods and services are still highly diversified within the EU, indicative of their strong correlation with the level of economic growth and the purchasing power of the citizens of each country. The analysis of the data from the recent years reveals that, compared to the remaining EU countries, food prices are relatively lowest is Poland, Bulgaria, and Romania, and relatively highest in Austria, Denmark, and Sweden (Eurostat Newsrelease, 2016).
Changes in the level and structure of consumption are associated with many factors, both economic and social (Matuszewska, 1992) . In literature, the determinants of the food market are usually divided into economic, social, psychological, and marketing-related (Szwacka-Salmonowicz, 
